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This paper takes the “ Ad Attitude Mediation Model” as assumption framework 
to explore the eWOM information persuasion mechanism, based on the 
re-examination of the applicability of the original model, we attempt to take the 
EWOM Attitude as a intermediary variable to build a eWOM persuasion model.   
Firstly, we developed a reliable scale to measure “EWOM Attitude” through 
rigorous operational processes, exploratory factor analysis(EFA) results five factors 
represent five dimensions of the eWOM Attitude: WOM Trust、WOM Adoption、
WOM Informativity、WOM Perceived Safety、WOM Usefulness, We regard the 
“WOM Adoption” dimension as the behavioral component of the EWOM Attitude 
and the other four dimensions are attributed to the cognitive component. Reliability 
and validity test proved a high internal consistency and good construct validity of the 
scale, confirmatory factor analysis (CFA) also showed the fitting degree of the 
“eWOM Attitude Model” is acceptable.  
Secondly we used it to re-examine the relationships among the key variables of 
the “Ad Attitude Mediation Model”, the results showed that eWOM attitude will 
positively affect brand attitude and purchase intention, brand attitude positively affect 
purchase intention, which is not consistent with the traditional hypothesis of the “Ad 
Attitude Mediation Model”, indicating that the persuasion mechanism of the eWOM 
attitude is unique. Furthermore, among these five factors of eWOM attitude, WOM 
Trust has the greatest impact on brand attitude, and the model included WOM Trust 
and WOM Adoption has the greatest impact on purchase intention.  
In short, this study built a solid foundation for the “eWOM Attitude Mediation 
Model” construction and provided a new direction for eWOM effect research. 
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据中国互联网络信息中心（CNNIC）2014 年发布的第 33 次中国互联网发
展状况统计报告显示，截止到 2013 年 12 月，中国网民规模已达 6.18 亿，互



















                                                             























中的亲戚朋友推荐（57.9%）和电视广告(57.5%)3。此外在 2013 年 Nielsen 针
对 58 个国家超过 29000 名互联网受访者进行的“全球广告信任度调查”中也
显示，在 19 种广告形式当中，口碑广告如亲友推荐和网上消费者观点 能促



















的品牌态度和购买倾向（Kiecker and Cowles, 2001;Park and Kim,2008;Park and 






















































































响消费者购买决策的重要因素(Herr et al.,1991)。例如 Katz and Lazarsfeld(1955)发
现口碑是影响消费者购买家庭用品或食品的 重要因素,其对消费者转换品牌的
影响力是报刊的 7 倍、人员推销的 4 倍、广播广告的 2 倍,在促使消费者态度由

















Blackwell and Kegerreis(1969)的研究也发现,有 60%的受访者认为口碑是对决策影


























































































（1） 广告效果层次模式（Hierarchy of advertising effects） 
效果层次模式是消费者对信息的反应过程的一种模式，它把消费者对一无所
知到实际的的反应过程，看成是由认知、情感和行为三个阶段组成的一个依次的









果而确定目标（Defining Advertising Goals for Measured Advertising Results, 或简
称 DAGMAR》一书，一个是 Lavidge and Steiner(1961)发表的文章《一个广告效
果 的 预 测 模 型 （ A Model for Predictive Measurements of Advertising 







（2） 精细加工可能性模型（Elaboration Likelihood Model,简称 ELM） 
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